The effectiveness of integrated marketing communication used by Syarikat Takaful Malaysia Berhad / Balqis Hafizah Idris by Idris, Balqis Hafizah
THE EFFECTIVENESS OF INTEGRATED
MARKETING COMMUNICATION USED BY
SYARIKAT TAKAFUL MALAYSIA BERHAD
BALQIS HAFIZAH BT IDRIS
Submitted in Partial Fulfillment
of the Requirement for the
Bachelor of Business Administration
(Hons) Marketing
FACULTY OF BUSINESS MANAGEMENT
UITM, MELAKA
2006
DECLARATION OF ORIGINAL WORK
BACHELOR OF BUSINESS ADMINISTRATION (HONS) MARKETING
FACULTY OF BUSINESS MANAGEMENT
UNIVERSITI TEKNOLOGI MARA
MELAKA
"DECLARATION OF ORIGINAL WORK"
I, Balqis Hafizah Idris, (I/C Number: 830618-14-6152)
Hereby, declare that,
• This work has not previously been accepted in substance for any degree, locally
or overseas and is not being concurrently submitted for this degree or any other
degrees
• This project paper is the result of my independent work and investigation, except
where otherwise stated
• All verbatim extracts have been distinguished by quotation marks and sources of
my information have been specifically acknowledged.
Signature: _ Date: _
Contents
ACKNOWLEDGEMENT
LIST OF TABLES
LIST OF FIGURES
ABSTRACT
TABLE OF CONTENTS
Page
iv
v
vi
vii
CHAPTER ONE: INTRODUCTION
1.1 Introduction 2
1.2 Background of Company 3
1.2.1 Business Model 4
1.2.2 Types of Takaful Business 4
1.3 Background of Study 5
1.4 Problem Statement 6
1.5 Research Questions 7
1.6 Research Objectives 7
1.7 Scope of Study 8
1.8 Significance of Study 8
1.9 Limitations 9
1.10 Definitions of Tarms 10
CHAPTER TWO: LITERATURE REVIEW
2.1 Marketing Concept 13
2.2 Service Marketing 14
2.3 Potential Benefits Not Communicated Effectively 15
2.4 The Communication Process 15
2.4.1 Elements in the Communication Process 15
2.5 Marketing Communication Tools 16
2.5.1 Personal Selling 16
2.5.1.1 Relationship Quality 17
2.5.2 Advertising 18
2.5.3 Public Relations 20
2.6 Integrated Marketing Communication 22
2.6.1 The Need for IMC 22
2.6.2 Defining IMC 23
2.6.3 Key Features of IMC 24
2.6.3.1 Start with the Customer or Prospect 24
2.6.3.2 Use Any Form or Relevant Contact 24
2.6.3.3 Achieve Synergy 24
2.6.3.4 Builds Relationships 25
2.6.3.5 Affect Behavior 25
2.6.4 Applications of lMC 26
CHAPTER THREE: THEORETICAL FRAMEWORK
3.1 Introduction 28
3.11 Communication Tools 29
3.1.1.1 Personal Selling 29
3.1.1.2 Advertising 29
3.1.1.3 Public Relation 29
3.1.2 Types of Media Exposure 30
3.1.3 Effective Communication 30
ABSTRACT
The main objective of this research was to explore whether STMB is implementing the
right strategies in promoting their brand and to determine if IMC plays an important role
in strengthening the STMB market position.
The respondents of this study were general Malaysian who lives in Klang Valley and are
exposed to various media. Seventy two questionnaires had been distributed in Klang
Valley areas. The researcher had used judgmental sampling as the sampling technique.
The questionnaire was designed to the selected respondents which they were asked
varieties of questions regarding their opinion, knowledge and perception towards STMB.
The process of analyzing and interpreting data has been presented with tables using
methods such as frequency distribution, descriptive analysis and cross tabulation.
The research shows that Takaful Malaysia is still unable to fully maximize their
integrated marketing communication in creating effective communication throughout
their establishment in 21 years of involvement in the takaful industry.
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